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AGENDA 

+ BRAND AWARENESS STUDY RESULTS (2012) 

 

+ OVERVIEW OF 2012-13 WINTER CAMPAIGN 

– NATIONAL  

– KEY MARKET 

– EVENT SPONSORSHIP 
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RESULTS:  

BRAND AWARENESS STUDY 
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DRAMATIC INCREASE IN BRAND 

AWARENESS 
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MADE A SPLASH IN SLC 

+ 35% aware, an increase of 52% over the course 

of one campaign 

 

SLC W1 SLC W2 SLC W3 SLC W4 SLC W5 SLC W6 SLC W7 SLC W8

NA NA NA NA NA NA (G) (H)
MONTANA NET - - - - - - 23% 35% G
Yellowstone National Park - - - - - - 16% 25% G

COLORADO NET - - - - - - 21% 24%
Oregon - - - - - - 26% 21%
WYOMING NET - - - - - - 15% 16%
Grand Teton National Park - - - - - - 1% 3%
Utah - - - - - - 2% 2%

Glacier National Park - - - - - - 3% 2%

Rocky Mountain National Park - - - - - - 1% 2%

Unaided Awareness as a Travel Destination

Main Competitive Set
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CREATIVE MESSAGE IS WORKING 

+ Those aware of 

Montana’s 

advertising are 

significantly more 

likely to associate 

key attributes/brand 

pillars (“brand 

associations”) with 

the state  
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ADVERTISING AWARENESS 

INCREASES 

+ 15% in 2012, a 25% increase over 2011 and a 4-

fold increase since 2009 
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TRAVEL INTENT UP 

+ Likelihood to travel at all-time high of 31% 

+ Up 24% over 2011; up 82% in since 2009 

 
Total W1 Total W2 Total W3 Total W4 Total W5 Total W6 Total W7 Total W8

(A) (B) (C) (D) (E) (F) (G) (H)
California 47% 52% 59% 61% 58% 61% 65% 64%

Colorado 32% 31% 42% 39% 41% 40% 44% 48%

Washington 23% 23% 49% 50% 49% 48% 46% 48%

Oregon 20% 18% 42% 45% 44% 45% 45% 46%

Utah 21% 17% 25% 22% 25% 27% 42% 43%

Yellowstone National Park 25% 21% 27% B 26% B 26% B 27% B 35% ABCDEF 36% ABCDEF

Michigan 29% 27% 38% 34% 37% 36% 33% 33%

Alaska 20% 22% 27% 27% 23% 25% 29% 32%

Montana 17% B 13% 24% AB 23% AB 23% AB 25% AB 31% ABCDEF 31% ABCDEF

Wyoming 16% 13% 23% 20% 20% 19% 30% 31%

Idaho 11% 8% 23% 24% 24% 23% 31% 30%

Rocky Mountain National Park 17% 16% 26% 22% 23% 24% 27% 27%

Grand Teton National Park 15% 13% 18% 17% 17% 18% 26% 26%

Glacier National Park 15% 13% 23% AB 19% B 20% AB 21% AB 24% ABDE 25% ABDE

Maine 20% 18% 21% 20% 25% 23% 24% 24%

Vermont 18% 14% 19% 17% 20% 20% 22% 19%

Likelihood to Travel 

All Aided Destinations      Top Box (4 or 5 Score)
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YEAR-ROUND CAMPAIGNS CRACK 

MARKETS 

+ Finally retaining the effects of campaign in Chicago 

 

 

 

 

 

 

+ Ad awareness increases translate to travel intent 

increases over time: National up 50% in 4yrs; Chicago up 

50% in 4 yrs; Minneapolis up 44% in 3 yrs 

 

Chicago W1 Chicago W2 Chicago W3 Chicago W4 Chicago W5 Chicago W6 Chicago W7 Chicago W8

(A) (B) (C) (D) (E) (F) (G) (H)
COLORADO NET 17% 7% 9% 12% 6% 5% 8% 14%
WYOMING NET 1% 12% 0% 15% 2% 11% 1% 13%
MONTANA NET 1% 5% AC 1% 17% ABCEG 2% 10% ABCE 6% ACE 12% ABCEG
Montana 1% 5% ACE 1% 16% ABCEG 1% 10% ABCE 6% ACE 11% ABCE

Utah 8% 3% 5% 3% 3% 1% 1% 2%
Oregon 2% 0% 0% 0% 1% 1% - 1%

Yellowstone National Park 0% 0% 0% 1% 1% 0% - 1%

Glacier National Park 0% 0% 0% 0% 1% 0% 0% 0%

Main Competitive 

Set

Unaided Advertising Awareness
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BRINGING DOWN OBSTACLES TO 

PURCHASE 

+ “Not familiar” dropped from high of 16% to 3%;  

+ “Nothing interests me there” dropped from 21% to 9%;  

+ “Too far away” dropped from 19% to 13%  

 
Total W1 Total W2 Total W3 Total W4 Total W5 Total W6 Total W7 Total W8

(A) (B) (C) (D) (E) (F) (G) (H)
Other places wish to see more 27% 30% 39% AB 41% AB 36% A 42% AB 40% AB 47% ABE
Been to MT recently/already 8% 5% 11% B 10% B 11% B 11% B 10% B 12% AB
No time 5% 8% 4% 9% C 10% AC 9% AC 9% AC 11% AC
Too far away 17% CD 19% CDEFGH 11% 10% 12% 13% 13% 13%
Can't afford/Budget/Economy 16% CH 14% H 10% 13% 14% H 14% H 13% H 9%
Nothing interests us/me there 21% EFGH 18% EGH 21% EFGH 17% GH 13% 13% 10% 9%
No friends/family there - 0% 5% B 8% B 7% B 7% B 5% B 7% B
Not appealing for small children 3% 3% 3% 7% B 4% 5% 4% 4%
Not familiar with Montana 13% CDEFGH 16% CDEFGH 8% DFGH 2% 4% 4% 4% 3%
Not driveable/traveling only by driving 4% CDEF 3% E 2% 1% 1% 1% 4% DE 3%
Difficult to travel to 3% 6% DEFH 5% 2% 2% 2% 3% 2%
No travel planned 1% 2% 1% - 1% 2% 0% 1%
Not enough vacation for an extended trip - 5% CEFG 2% - 2% 2% 1% -

Why NOT Inclined to Travel to Montana
Total Geotravelers Not Likely or 

Definitely Will Not Travel to Montana 
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2012-13 WINTER CAMPAIGN 
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CAMPAIGN OVERVIEW 

+ MARKETS 

– National 

– Key Markets: Chicago, Minneapolis, Seattle, Portland 

+ MEDIA 

– National: Print, Online, Event Sponsorship 

– Key Market: Out-of-Home, Radio, TV (Portland only) 

+ TIMING: October 15, 2012 – January 31, 2013 

+ MEDIA BUDGET: $2,405,000 
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WINTER MEDIA BUDGET 
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PRINT 
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WINTER PRINT: PARTNERS 

+ Outside 

+ National Geographic Traveler 

+ Ski 

+ Backpacker 

+ Travel & Leisure 

+ Food & Wine 

+ History 
 

14 
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ONLINE 
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WINTER ONLINE: PARTNERS 

+ Ski & Skiing 

+ Discovery 

+ Food Network 

+ iExplore 

+ National Geographic 

+ Scripps 

+ Sojern 

+ Travel Channel 

19 

+ TripAdvisor 

+ Brightroll 

+ Yahoo 

+ Search 
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SHAPED BY WINTER / SKI 
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SHAPED BY WINTER / WILDLIFE 
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SHAPED BY GEYSERS 
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SHAPED BY GLACIERS  
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KEY MARKET CAMPAIGNS 

2012-13 WINTER SEASON CAMPAIGNS 
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KEY MARKET CAMPAIGNS 

+ Markets 
– Chicago 

– Seattle  

– Minneapolis 

– Portland (NEW for FY13) 

+ Timing: October – December 2012 

+ Paid Media 
– Out-of-Home 

– Radio (:60 spots) 

– TV (:30 spots) 
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OUT-OF-HOME 

KEY MARKET 
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RADIO 

KEY MARKET 
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WINTER RADIO 

+ Featuring Warren Miller 

– Ski 

– Winter Experience 
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SPOT TV 

KEY MARKET 
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EVENT SPONSORSHIP 

2012-13 WINTER CAMPAIGN 
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THANK YOU. 


